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A CRACK 
ADVERTISEMENT cacti, tne 


advertisement that makes the most noise. 
Ofttimes a good solid announcement of your 
business, couched in plain language, 
will have a better effecton the --% 
average mind than the bombas- ~~~ 
tic style. Preparing novel and~ attract- 
ive advertisements is only one of 
the many features of our business 
in which we can be of value to 
an advertiser -- our services are 
at your disposal for a fair cost. 

















If you wish to advertise any- 
thing anywhere, at any time, 
Write to 
GEO. P. ROWELL & CO., 
10 Spruce St., New York. 
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| lf You Care to Increase 
| Your Business 


During the Summer months and are not imbued 
with the idea that the American 
people have no time to read news- 
papers in July, August and Sep- 
Moieiaataty tember, send us a copy of your 
wees advertisement and we will make 
you a proposition for its immediate 
insertion, which we believe will 
commend itself to your judgment. 





















These figures will be much be- 
low what we would offer later on, 
when our columns are crowded. 
Some of the brightest advertisers 
consider their best time to adver- 
; Ree veewwass tise is when they have the least 
. ce een Ween company, thereby obtaining great- 
er prominence for their announce- 
ments. These people make the 
summer months pay. You can 
do the same. 








ATLANTIC Coast Lists. 


134 Leonard St.. New York. 
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STYLES TO AVOID. 
‘By E. ‘D. Gibbs. 


Many advertisers seem to believe 
that the American public is crazy to 
read comic things and that it will 
gratify its taste for things relative to 
the humorous side of life by even read- 
ing advertisements that are of a comi- 
cal strain. ‘They, therefore, start off 
their advertisements with some silly 
remark that is as ridiculous as it is out 
of place. While there may be some 
truth, perhaps, in this belief that hu- 
mor is in demand, yet when it comes 
to paying out hard-earned dollars for 
funnyisms the general public, as a rule, 
begs to be excused. Possibly the pop- 
ularity of Puck, Judge, Life and other 
publications of that nature has led 
these advertisers to believe that this 
taste for humor in reading matter and 
illustrations can be extended also to 
the advertisements of the paper. 

Ten cents’ worth of humor goes a 
great ways. It is difficult to bring it 
up to the dollar mark, 1 do not mean 
to say, mind you, that humor should 
be eliminated from all advertisements ; 
what I do say is, that there should be 
a judicious use of it. Humor is like 
Tabasco sauce ; a touch of it will add 
zest to the proper subject; but, add 
too much of it, and the result is disas- 
trous. 

Good catchy head-lines are valuable 
aids to effective advertisements. Short 
sentences are also valuable aids; but 
by short sentences I do not mean jerky 
sentences. I mean clear statements, 
well-expressed in sentences that are not 
so lengthy that the reader forgets what 
the first line says when he gets to the 
last. It isa hard matter for the mind 
to carry the sense of an article through 
a long chain of words, and the entire 
effect of an advertisement is oftentimes 
lost because the writer of the adver- 
tisement has not learned the proper use 


of a period, 
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The slangy style of advertising is 
worse than the comic. This is the kind 
that starts off with ‘‘A Big Bluff,” or 
**Out of Sight,” or ‘‘ Do You Catch 
On?’’ Advertisements, like old vio- 
lins, require tone, and an air of refine- 
ment will never hurt anything that it 
is connected with. Who would pa- 
tronize a dealer who yelled out toman, 
woman and child alike these coarse, 
slangy phrases? But that is just what 
these advertisements do. They take 
the language of the street and yell it 
out at you in big, black type. I think, 
possibly, the rapid growth of the West- 
ern cities is ina measure responsible 
for this. Western merchants have the 
reputation of being live business men ; 
some of them think, therefore, they 
must yell and shout, even in print, to 
give an air of prosperity to their busi- 
ness. 

Did A. T. Stewart ever start an ad- 
vertisement with: ‘‘Ah, there! We 
want to see you”? Did H. B. Claflin 
& Co. ever ask a man to ‘* Get off the 
earth and come up stairs and see ow 
bargains’? 

Yet the very two examples I quote 
are taken verbatim from a Chicago 
journal. Many men are looking for 
the short road to wealth, totally disre- 
garding the appearance they present 
while hunting this thoroughfare up. 

Another form of trying to attract at- 
tention is the ‘‘ Turn-me-over” style 
of advertising. This appears so very 
seldom, however, that perhaps I should 
not refer to it. If, however, I could 
keep one advertiser from perpetrating 
this monstrosity I shall not have writ- 
ten in vain. 

What would a man think if a mer- 
chant should stand on his head while 
trying to sell goods, or, worse still, 
should stand the prospective purchaser 
on his head when he entered the store ? 
Trouble would result, wouldn’t it? 
Thank goodness this style of advertis- 
ing is almost a back number, Even 
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the small country newspapers have 
found out that this is at the best an ex- 
pensive luxury, because it puts those 
advertisers who are willing to submit 
to it to unnecessary trouble. An ad- 
vertisement that will put readers to any 
real trouble is scarcely worth the paper 
it is printed on. 

Then there is the bashful style: 
the modest, retiring, afraid-to-speak- 
out-loud advertisement, that is too 
modest to say what it means. ‘his is 
the other extreme of the loud-voiced, 
clarion-trumpet, big-headline style, but 
fully as bad, because instead of saying 
too much it says too little. It seems 
afraid so speak out loud; it is weak- 
kneed, and wants some one to help it 
through the world; and the general 
rule is it grows more modest and less 
pushing until it drops out of sight, and 
the world does not miss it. 

To be too modest in ycur advertise- 
ments is quite as bad as being too 
boisterous. The happy medium should 
be found that will strike the proper 
chord ; but too often the happy me- 
dium is a ‘‘lost chord” to some 
advertisezs. 

The fishermen in the pool of pros- 
perity should pattern after the fisher- 
men in every-day life, and bait their 
hooks with the proper bait. Attractive 
morsels, temptingly displayed, will 
coax the public fishes up to the hook ; 
but you can’t land them without some- 
thing back of that. It requires the 
strong rod of attractiveness, and a fish- 
ing line of skill, 
FATHER LAMSON: AN’ ADVER- 

TISER OF YE OLDEN TIME, 


By A. E. Bartlett. 


He was perhaps the most strikingly 
solemn, the most earnest and unfath- 
omable, yet sagacious and grotesque 
embodiment of a practical though Uto- 
pian philosophy of the ethics of exist- 
ence that ever lived and moved among 
his fellows. He was a religious en- 
thusiast ; he was a keen inventor ; he 
was a man of peace, yet a disturber of 
the peace, and was often looked upon 
as a lunatic—was even committed to 
an asylum on one occasion. But there 
was a method in his lunacy, and all 
through it ran a vein of clear and far- 
seeing inspiration. 

**Old Lamson” lived in Cumming- 
ton, one of the hill towns of Western 
Massachusetts. I used to look upon 
this strange man when I was a boy 
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with extreme awe and trepidation, 
caused, I think, in part by his long 
white beard, which ‘‘ descending swept 
his aged breast.” We used to look in 
through the window in his house and 
see him eating at the table, and won- 
der how he got his victuals into his 
mouth through his beard. Not one 
man in a thousand wore a beard in 
those days. Hence he was called 
“*Old Jew Lamson.” Instead of say- 
ing grace before his meal he took this 
method ; Each first time upon sticking 
his fork into a piece of meat or a po- 
tato, he would say, ‘‘ Thank God for 
that,” and so on item by item. 

He was the inventor of the famous 
** Lamson Scythe Snath,” since known 
and sold all over the continent. He 
himself used to itinerate all over the 
region about his home, with his scythe 
snath on one arm and his basket of re- 
ligious tracts and ‘‘ Flying Rolls” on 
the other. Finally he made his way to 
Boston, where he became a street 
preacher, and to the thinking of some 
a public nuisance, blocking up the 
Streets with the crowds he attracted. 

At times this led to his being gath- 
ered in by the police, on which occa- 
sions he would throw himself flat and 
make them carry him, as he claimed to 
be a non-resistant and non-conformist. 
I have frequently seen him on the 
Boston streets, with his ever-present 
sample scythe snath and tittle basket 
of tracts and ‘‘Flying Rolls.” He 
was clad from head to foot in yellowish 
white flannel, and, with his long beard 
and mildly beaming eyes, appeared de- 
cidedly patriarchal. He looked like a 
personification of ‘‘ Old Time,” or the 
Reaper ; or like an inhabitant of the 
New Jerusalem, sojourning after the 
former things have passed away. He 
was among the world’s first advertis- 
ers. I can now, even after the lapse 
of over forty years, recall some of the 
strange and scriptural passages in his 
“Flying Roll.” This was a 10x12 
circular, which he distributed or stuck 
up on the trees and fences by the road- 
side : 

THE FLYING 

Fire! Fire! Fire! The whole 
heavens are on fire! The unfruitful 
and the unprofitable things of the 
world are passing away, and no place 
shall be found for them! Woe! woe 
unto the workers of iniquity and 
abomination and unto every one that 
maketh a lie or useth strong drink! 
The earth is the Lord’s and the full- 


ROLL!!! 
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ness thereof, the world and they that 
dwell therein! Man was made up- 
right but he has sought out many in- 
ventions. Give unto every man his 
due—give unto me and my son Silas, 
for our great proficiency in the art of 
making the Lamson Scythe Snath, our 
due. Fire! Fire! Fire! The 
whole heavens are on fire! and old 
devices and inventions of the devil are 
being burned up, and are passing 
away, and are good for nothing but to 
be trodden under foot and cast into 
the fiery furnace, and the day of doom 
and of thick darkness shall come upon 
them! Woe! WOE unto the inhabit- 
ants of the earth if they fail to see the 
light of the new dawning of better 
things that shall come to pass; or if 
they fail to improve the opportunity of 
securing to themselves or their poster- 
ity a Lamson Scythe Snath made by 
me and my son Silas. Though you 
bray a fool in a mortar with a pestle, 
yet will his foolishness not depart from 
him. Yet the wise man taketh heed 
unto the future, and provideth himself 
and his little ones with bread by the 
use of the best implements of husban- 
dry, and so serveth his day and gene- 
ration. With these precepts, and with 
this implement, one man shall chase 
a dozen—and two shall put five dozen 
to flight ! 


ADVERTISING VARNISH .* 
By Franklin Murphy. 

Varnish, as merchandise, is a long 
way off from the general public. Itself 
a manufactured product, it is raw ma- 
terial to those who buy it. The pub- 
lic find it on their carriages, pianos, 
furniture, etc. They do not know much 
about it and never buy it. 

Our salesmen see the important buy- 
ers of varnish more or less frequently 
during the year, and our advertising to 
them has been confined to trade papers. 
We have been successful in carrying 
on our business in the usual way, and 
have thought we might profitably go 
beyond the usual and teach the public 
to be more exacting as to the service 
they get from varnish. 


* The advertising which has been done 
in the large magazines by the Murphy Var- 
nish Co. has been generally recognized to 
be a step in a new direction. If it can be 
shown to be profitable to advertise an article 
of this character in mediums of general circu- 
lation it will be seen that a wide field is opened 
up. The above article was written by the 
president of the company in response to an 
invitation to give his views on the value of 
such advertising.—| £d. Prinrers’ Ink. 


INK. 841 


We began with the leading maga- 
zines, taking somewhat unusual pains 
with our matter. After a year’s trial 
we were in doubt as to the profitable- 
ness of the undertaking. However, 
we trebled the number of the maga- 
zines and added a few weeklies. It is 
still in the experimental stage. 

All we can hope to do with the gen- 
eral public is to interest them in var- 
nish ; get them to think of it, be intel- 
ligent on it, demand good service trom 
it,and perhaps associate our name with 
quality. If we can do these things, 
manufacturers will buy good varnish ; 
and when they buy it we will sell it. 

But we are shooting at long range; 
and, as a friend remarked yesterday, it 
is the echo only that we can count on. 
The noise of the gun is almost lost. 

The public can never be our custom- 
ers. All they can do is to insist on 
good varnish. When they do that and 
get it, we shall be using all our facili- 
ties on first-rate varnish; not, as now, 
with second-rate varnish for half our 
product. 

it is no new thing to advertise over 
the head of one’s customer to his cus- 
tomer. But varnish is only a part of 
the thing that his customer thinks of— 
if indeed he things of it atall. It is, 
perhaps, new to ask the buyer of a car- 
riage to hold the carriage-maker to ac- 
count forits varnish. He can’t do it 
until he gets some varnish intelli- 
gence, 

If it produces any effect on the var- 
nish trades, it will make them more ex- 
acting upon the varnish makers. And 
that is precisely what we are after. 

Sn anal 
HERE AND THERE. 
By Horace ‘Dumars. 


‘** Didn’t know it was loaded” is an 
excuse often given by the small boy 
who has been experimenting with the 
gun. In my mention of the bulletin 
board advertisements of certain daily 
papers I did not exactly take the 
ground that ‘‘it wasn’t loaded,” but 
was willing to stand a shot just to see 
what it was loaded with, The first 
shot from W. H. Seif, of the Pitts- 
burgh 7imes, is well taken, and that it 
may reach others as forcibly as it did 
me, is herewith given. In his case 


there are good grounds for resorting 
to bulletin boards, for with him it is 
advertise in this way or not at all, and 
where a person can’t get Pears’ Sarsa- 
parilla they are 


right in accepting 


—— 
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Hood’s Soap. Here is Mr. Seif's 
reason for going outside the breast- 
works : 


I have no doubt that newspaper publishers, 
as a rule, are well satisfied in their own minds 
that newspaper advertising applies to their 
case just as well as tu that of the merchant en- 
gaged in general busi But supp that 
your brother publishers, or at least some of 
them, close their columns against you? The 
Times, recognizing the value of newspaper ad- 
vertising, several times offered matter for pub- 
lication to its local contemporaries, and the 
very papers most desired declined to publish 
it. I know of at least one case in this city 
where there is a standing order to publish no 
advertisements concerning any local newspa- 
per; and this seems to be the prevailing senti- 
ment among the publishers here, and in a great 
many other places. Where a publisher is con- 
fronted with this state of affairs, what else is 
there for him to do but to resort to outside ad- 
vertising? It is not because bulletin board 
advertising is the cheapest. Indeed, from my 
own experience, I find it to be very expensive ; 

probably more so than newspaper advertising 
would be 








A prominent advertiser, who uses 
principally the magazines for his an- 
nouncements, in discussing the use of 
illustrations told me he had _ tried 
hard to make a start in the line of 
high-grade cuts, to be changed fre- 
quently; but after trying a number of 
artists, who had been recommended to 
him, had given the undertaking up. 
Had he succeeded in getting what he 
wanted in the way of illustrations, he 
would have used several times the space 
in the various publications now occu- 
pied by him. There is no doubt that 
while many talented artists are engaged 
in illustrating advertising, it is too 
often the case that they do not happily 
blend their art with practical advertis- 
ing ideas, and it is in this successful 
combination of essential elements that 
the announcements of Ivory Soap, Io- 
dine Liniment, Dr. Pierce and a few 
other advertisers have become specially 
noted. There are numerous other very 
handsome illustrations to be seen in 
the advertising columns, but in many 
instances they are not so valuable to 
advertisers who are using space in me- 
diums printed on both fine and low- 


grade paper. 





Half-tone illustrations in advertising 
should be used with the greatest care, 
owing to the fact that not one out of a 
hundred papers can make this style of 
cuts show up as they should. Some 
publications lack in the quality of pa- 
per necessary to work a_half-tone 
clearly, while others fall short in qual- 
ity of ink used. These shallow en- 
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gravings, while beautiful when prop- 
erly printed, are not at all attractive 
when presented as a black blur that 
can be taken for anything from a map 
of ‘* Darkest Africa” to a bird’s-eye 
view of an asphalt pavement. It 
would be well to make duplicate line 
engravings of the subjects, and thus 
be able to supply either a half-tone or 
relief illustration, as the case may war- 
rant, when sending out advertisements. 





The large contracts for space lately 
placed by The Georgia-Alabama In- 
vestment and Development Co. have 
gladdened the hearts of many publish- 
ers, and I understand the company is 
reaping a fine harvest from its adver- 
tising. If satisfactory returns follow 
their hot weather venture in the adver- 
tising field, it demonstrates that some 
advertisers’ theories are wrong con- 
cerning the possibility of getting good 
results during warm weather. 





The proprietors of Perry Davis’ Pain 
Killer are again reminding the dear 
public, through the columns of the 
daily papers, that for fifty years that 
remedy has been a wonderful power 
for killing pain. ‘The fact that a rem- 
edy which has been on the market for 
fifty years can still be advertised with 
profit, makes one wonder when an 
article will become sufficiently estab- 
lished to no longer need the assistance 
of printers’ ink, or if such a condition 
isever reached. It is doubtful if many 
remedies have kept up a good aver- 
age of sales very long after the with- 
drawal of their advertisements, and sev 
eral highly popular proprietary prepara- 
tions of a few years since are almost 
forgotten, on account of the stoppage 
of their advertising. As well might a 
railroad that has made a reputation for 
the excellence of its roadbed discharge 
its section men and endeavor to con- 
tinue its popularity on the fact that at 
one time it was known far and wide 
for its excellence in this particular line. 





There is no doubt that it takes con- 
siderable time for any popular remedy 
to entirely outlive a reputation gained 
by advertising ; but does it pay to let a 
business run down rather than to ex- 
pend an amount necessary to keep its 
sales up toa high point? People who 
own houses do not hesitate to expend 
money on paint to prevent decay, and 
a wise advertiser will keep his estab- 
lished business sufficiently covered with 
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advertising to at least prevent its fall- 
ing off even if he should not care to 
increase the same. 





A New York firm is introducing a 
new library series for news-stand trade, 
and to give their publications special 
prominence omit the titles from the 
first editions of each book. ‘This is 
done for the purpose of allowing the 
readers to suggest titles for each novel, 
and cash prizes amounting to five 
hundred dollars for each set are given 
to the persons who shall give the best 
original titles for the work. Each 
book contains a coupon on which the 
title is to be written, and, together with 
the contestant’s address, is forwarded 
to the publishers, who in turn sub- 
mit the titles suggested for each novel 
to the author of the book, who will 
determine the merits and select the 
title. On all editions after the award 
is made the prize title will be used in 
connection with the particular book 
for which it was suggested. As it is 
necessary to provide a name for post- 
office entry, and that people may know 
what to ask for, the publication will be 
called ‘‘ The Nameless Series,” and 
temporarily designated as ‘‘ No. 1,” 
‘** No. 2,” etc. 

a se 
AMPLE SPAGE OR AMPLE STORY 
—WHICH? 
By J. F. Place. 

It requires assurance to criticise so 
successful an advertiser as E. C. Allen, 
of Augusta, Me. I shall not attempt 
it. 

And yet he sets at defiance a large 
majority of the bright and experienced 
writers in PRINTERS’ INK on the sub- 
ject of advertising. He ignores brev- 
ity; he treats with contempt display 
and position, and cuts down to the 
minimum space. Contrary to all good 
form and the rules of the advertising 
expert, he crams into seven-eighths of 
an inch of space all that solid pearl 
type will allow—a whole life-sketch of 
those two plump and pleasing hustlers, 
Jno. Bonn and Anna Page ; or a rose- 
colored dissertation on the advantages 
to any ambitious person of either sex 
of starting in life with $3,000 a year, 
‘‘wherever they live.” And he en- 
larges, without stint of words or lines, 
eloquently upon the subject in a mest 
tempting and happy vein, always wind- 
ing up at the end of the line, so that 
not a 3-em quad’s space-is wasted. 


These advertisements are everywhere. 
Pearl type is a **‘ point” below non- 
pareil—smaller even than agate. In 
many publications carelessly printed, 
or where a poor quality of paper is 
used, such fine type doesn’t print 
clearly, and cannot be read at all. Of 
course when well printed few persons 
over forty or under twenty years of age 
are expected to read the advertisement 
without *‘ specs."" Many peoplecannot 
read such fine type at all, with or with- 
out glasses. 

In one of his larger advertisements, 
measuring not quite three inches, I 
find 44 lines by count, including dis- 
play, and 355 words, besides an illus- 
tration of a ** $20-a-day man,” exhibit- 
ing in his hand a $20 bill as large as a 
patent washboard. Compare this with 
** The Soap that Cleans Most is Lenox,” 
which occupies exactly the same space, 
but is made up in five lines of double 
great primer, old style, lower case. 
Among others, Jno. S. Grey and N.C. 
Fowler, jr., whose successful work 
and ably written articles on the sub- 
ject show them to be good authority, 
are both on record against this fine 
print and long story. Mr. Grey, in 
PRINTERS’ INK of March 4, says: * * 
“Don’t fill it [the space] so that it 
looks crowded. I am a great advocate 
of brevity. * * A lot of small type 
does not catch the eye nearly so quick 
as a single word in bold, black caps.” 
Mr. Fowler is more emphatic even. 
(See PRINTERS’ INK, Oct. 15, 90.) He 
says: ‘* Many a man attempts to tell 
the story of his trade within the meas- 
ure of aninch, Hecan'tdoit. * * 
Tell the story briefly. * * Let your 
space be as big as your business, * * 
The successful advertiser invariably 
has plenty of space and uses few words 
n it.” This, after twenty-five years’ 
experience, seems so good and sound 
I am half inclined to indorse it thor- 
oughly ; but — 

Mr. Allen is reputed to be worth a 
million or more. His great wealth 
has been made by advertising. How 
do the advocates of few words and 
terse style, pica type and ample space, 
account for Allen’s million and great 
success ? 

+ 


* x * ” 


The conservative and old-fogy way 
in which insurance companies advertise 
has often attracted my attention, 

They spend a great deal of money, 
and they probably get the least for it 
of any class of advertisers in the coun- 
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try. Their advertisements are pretty 
much all cast in the same mold, whether 
they are a stickfull in size or cover a 
whole page. A sample of the lot 
would be: Simply a plain statement, 
name of company, amount of capital, 
assets, etc. ; the directors’ names, and 
sometimes a wind-up with ‘‘ Yours 
truly, P. Jones, Secretary.” They are 
commonplace, with the added grace of 
being stale, flat and unprofitable. I 
might make one exception, that of 
the ‘Travellers’, of Hartford, but that 
company has not plowed much be- 
yond the magazines and some class 
papers. 

What a business some of our large 
life insurance companies might create 
by spending even ten per cent of 
their income in newspaper advertising 
in approved modern methods! Live, 
frequently changed, crisp, original ad- 
vertising would revolutionize this busi- 
ness. What a paradise for the insur- 
ance agent this condition 
would bring! The man (his prospec- 
tive victim) impressed beforehand with 
the importance of insuring and the 
standing of the company, and seeking 
to be insured—hunting for the can- 
vasser ! 

What an endless amount of good 
points to draw on in writing up the 
advertisements of some of these strong 
companies! Such a fund of anecdote, 
of pith and pathos to work on! How 
tersely the sentences could be rounded 
up! How tame would be the shoe, 
the sarsaparilla, the lamp or soap ad- 
vertisement compared with how we 
could all let ourselves out on the incal- 
culable beauties and solid comfort to 
the sick man or the widow and the or- 
phan, of an insurance bond ! 

Here is a fine field for some live 
advertising manager. If he will but 
do the missionary work successfully, 
he may make a hundred positions for 
bright young experts who think $3,000 
a year easily earned, and be the means 
of putting millions of fresh money 
into the tills of the newspapers of the 
land. 

But what a harvest for the company 
which first cultivates this field! There 
never was a riper or richer one. 


+--+ 


changed 


SUCCESSFUL general advertisers must 
have business capacity as well as meri- 
torious goods in order to be successful. 
They risk large amounts of money, and 
if with bad judgement, a wreck comes. 
—C. A. 


Warwick. 
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INK, 
HIGH ART IN CUTS. 
Perhaps PRINTERS’ INK owes _ its 
readers an apology in reproducing these 


two advertising cuts, but they are fair 
examples of what intelligent business 





men will pay a good round price per 
line to insert in high class news- 
papers. 

They also serve as striking examples 
of what wot to do in advertising. 


————__+ e+ 





THE doctors who advertise under- 
stand the point of personal advertis- 
ing. For fear their words will not 
inspire the fullest confidence they in- 
sert their portraits in order that the 
public may see for themselves that 
they are possessed of a fair share 
of honesty and of common sense.— 
Toledo Bee. 
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CHANGES IN THE ADVERTISING 
BUSINESS. 

It is unquestionable that there have 
been great changes within twenty-five 
years past and that almost all advertis- 
ing agencies, general as well as special, 
have assumed an entirely different atti- 
tude, to both advertisers and publishers, 
from what they then occupied. This 
arises from competition in business and 
the tendencies of men. Almost all 
agents sooner or later become bookers 
in advertising, anxious to make all the 
profit for themselves they possibly can 
and with this the paramount idea. 
Inside this line they do the mechanical 
and clerical work well, but their own in- 
terests are paramount to those of both 
parties they profess to serve. ‘This is 
not unnatural nor greatly to be won- 
dered at. With the present methods 
of doing business it is inevitable, and 
it will continue to be done while a 
large proportion of advertisers and 
newspapers conduct business as they 
now do. 

From this standpoint it looks as 
though the advertising agent must ere 
long, if he does not now, occupy the 
position of a jobber in regular lines of 
trade. Newspapers of position, char- 
acter and value will have their special 
representative. In many cases it will 
be possible for more than one paper to 
utilize the services of a single agent, 
who will be paid a regular salary to 
devote his time and ability to the ser- 
vices of his employers. Houses whose 
advertising is extensive will employ a 
person to conduct it, upon substan- 
tially the same lines as other depart- 
ments are conducted. When this con- 
dition obtains the advertising manager 
will seek the best mediums for adver- 
tising, just as the heads of other de- 
partments seek the best manufactur- 
ers or producers of their lines of 
Zor rds. 

Beyond these two changes, there will 
all along the line be a better discrimi- 
nation as toavailable and valuable ad- 
vertising mediums. The disposition 
heretofore has been to get quantity. 
Hereafter value will be increasingly 
sought in quality. Heretofore there 
have been but few classes of newspa- 
pers. In the future there will be much 
purer discrimination ; and, while the in- 
ferior papers will lose, the money ex- 
pended on the better grades will render 
a far greater proportionate return. 

Advertising is comparatively a new 


department of business. It yields won- 
derful returns when properly done. It 
is an easy thing in the world to waste 
money in advertising. Its possibilities 
are scarcely guessed at. Its abuse is 
universal, Yet develepment goes on 
rapidly and ere long many changes must 
come about, and greater usefulness to 
business men and better relations and 
larger profits for publishers are among 
the strongest signs of thetimes. They 
belong to good advertising and must 
inevitably come to the front and be 
generally recognized and accepted.— 
engin wn (Pa.) Lntelligencer. 
?o 
WANTS. 

Advertisements under this head % cents a line 

JOB PRESS and Ic. stamps at a discourt. 
i\ E. J. SMEAD, Vineland, N. J. 


A) 7 ANTED—General Agency for quick-sell 
' ing articles to handle through the mails. 
. SCHOTT, New Pittsburg, Wayne Co., O. 


] ANTED Position as foreman of daily 

aper by one who bes had experience 

in that line. Address “ SIDNEY,” care Print 
ERS’ . 


I IRECTORY PUBLISHERS please send 

circulars — pri ist of your Direct 
ories to U. 8. ADDRESS CO., L. Box 14%, 
Bradford, Me Kean C o., Pa. 





YANVASSERS wanted to secure subscrip 

_/ tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of Printers’ 
Ink, 10 Spruce St., New York. 


WANT NOVELTIES and quick-selling 

articles with advertising matter to handle 
through the mails. W. HARVEY GREENE, 
121 Michigan Ave., Detroit, Mich. 


\ 7 ANTED-—Situation as Advertising Man 

ager of an established reputable pub 
lication, by a thoroughly qualified man. Ad 
dress “ MANAGER,” 178 E Im St., Cincinnati, 0. 


WASTED Your cire “alars to distribute 
carefully and thoroughly, in Sandusky 
City, Ohio, at $2.00 per thousand. You want 
it well done, and that is my way of doing it. 
GEO. D. ARNOLD. 


RABOL MUCILAGE does not crust, and 

goes further than any other. Agents 
wanted everywhere to sell to publishers. 
Liberal commission. THE ARABOL MFG. 
CO., 18 Gold St., New York. 


y Y ANTED—A competent man to manage 
a patent medicine, its introduction and 
advertising matters. One who will take a 
small amount of stock wees Good place 
and salary to the right man. Address 
CHEMICALS,” care Printers’ INK. 


GENTS wanted everywhere, to introduce 
Hoffman's sign stretcher. Best poster 
displaying machine out. State, county and 
city rights for sale. Liberal bonus to agent 
introducing buyer. Sample stretcher and 
cover, $1.0. JABEZ FEAREY & CO., Newark, 
oe 


VERY ISSUE of PRINTERS’ INK is 
religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you Want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business, 


wie 


ee wre 
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FOR SALE. 


Advertisements under this head WD cents @ line 
A} INIATURE DYNAMOS for premiums. 

EMPIRE PUB, CO., 
BUYS growing Daily, now 


66 Duane St., N. Y. 
$f 30, OC paying profit on 50,000. 


A.J. WI SON, care Lord & Thomas, C hicago. 


VOR SALE—The house 151 Eliot Fiace, 
Brooklyn, 21x100, Price, $7,000. Apply t 
owner, GEO. P. ROWELL, 10 Spruce St., N. y. 


VOR SALE—The house 112 Kosciusk 
Brooklyn, 15x100. Price, $4,000. py 4 
»wher, GEO. P. ROWELL, 10 Spruce St., N. Y. 


VOR SALE—Web Press, six or seven col- 

umn, folio or quarto, because of consoli- 
dation. Also 30 rolls six-column quarto pa- 
per. BEACON Office, Akron, Ohio. 


WOR SALE—Established Weekly Newspa- 
per and Job Office in thriving town — 
New York. Price, $2,300. lso owner's 
dence, on_ easy ‘terms. “JERSEY,” 
PRINTERS’ INK. 


AILY and bh ~~ Y NEWSPAPER. City 

of 6,000. Indiana. Manufacturing. 
Prosperous. Fine job outfit. Only ie -4 > 
lican paper in county. $5,000; part time 
Address “ INDIANA,” care PRINTERS’ INK. 


asi- 
e are 


R SALE—The entire or one-half interest 

in the leading Daily and Weekly Demo- 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least $2,000 incash need not 
apply to “B. F.,” care Printers’ Ink. 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type 
tell the story in twenty-three words and se ond 
it an two dollars, to the oftice of PRINT- 
ERs’ INK. If you will sell cheap enough, a 
Sate insertion of the announcement will 
generally secure a customer. 


86 OOF BUYS tl the finest newspaper 
e 


along the Hudson. $4,000 cash 
down, balance long time. Business last year 
more than price asked. Only paper in town 
of 5,000 inhabitants (semi-weekly). Cause of 
selling, disagreement of partners. Address 
“ BUSINESS,” care PRINTERS’ INK. 


OR SALE—Stands for Rooker Patent 
Cases. The Pittsburg Dispatch, in mov- 
ing into new quarters, decided that they 
would use Hoe’s Patent Iron Stands, and 
therefore have on hand 50 wooden stands for 
Rooker Patent Cases, knocked down and 
ready for shipment. Guaranteed to in 
first-class condition, having been used but 3 
years. These will be sold, delivered within 
a reasonable distance from Pittsburg, Pa., at 
= half their original cost, namely, $i. 5) 
ach. Newspapers needing material of this 
kind will find this offer to their advantage. 
Address Business Manager, as above located. 





SPECIAL NOTICES. 


Advertisements under this head, two — or 
more, without display, Sc. a lin 


a GUIDE, 

_——" LISTS ARE strong. 
_— CALL, Quincy, Il. 
a INKS are the best. New Yor':. 
NEwrorT DAILY NEWS. Wealthiest 


ru EDUCATOR, Boston, for 
‘eachers, 
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INK. 
AS. HERAL - Phila., 
80,000 monthly 
TEWPORT DAILY NEWS. 46 years old 
and never better. 
HE GRAPHIC, Chic: 0, “the great West- 
ern illustrated week y. 
HE GRAPHIC, © hicago—Most value 
least cost to advertisers. 


RIGHT, clean and reliable is the SAN 
FRANCISCO BULLETIN. 


Ri and cultivated people read the 
NEWPORT DAILY NI} NEWS. 


40.000 PEOPLE read THE NEW HA- 


VEN NEWS daily. 


Pa. 


15th year, 


at 








COMPLETE Family Newspaper. SAN 
FRANCISCO CALL. Estab. 1853. 
to on. ° al 1,000, 


AS nam $1 
AGENTS’ HERAL D, Phila., 
HE cream of American soc “4 reached 
by the NEWPORT DAILY NEWS. 


AN FRANCISCO WEEKLY CALL 
BULLETIN cover the Pacific Coast. 
ARGEST evening circulation in ae 
nia—SAN FRANCISCO BULLETIN 


ROSPEROUS, intelligent people naiias 
by the 8 SAN’ FRANCISCO BULLETIN. 
OST “Wants,” most circulation, most 
adv’s. SAN FRANCISCO CALL leads. 


HE SN a ey GUIDE—Mailed free 
by STANLEY DAY, New Market, N. J. 


IGH grade, pure tone, .. honest circulation, 
None better. SAN FRANCISCO CALL. 


OUISVILLE COMMERCIAL—Largest cir- 
culation of any Louisville Morning Daily. 


55.06 3iiin Si 742. 5 22.846 W. ; circu- 


N FRANCISCO CAL L. 


DVERTISING rates lic. per inch per day. 
Cire’n 6,500. Enterprise, Brockton, Mass, 


IGHEST ORDER Mechanical Engraving. 
J. E. Rhodes, 7 New Chambers St., N. Y. 


| wm ae for inventors ; 40 
W. T. FITZGERALD, 800 
ton, D.C. 


NCREASE from 600 to 3,500 In eight months. 
Rates not increased. PORTLAND (Me.) 
HERALD 


HE NEWS SERIES, General office, Utica, 
Read almost. exclusively by people 
of wealth. 


EWPORT.—The best, most widely cir- 
culated, most influential paper is the 
DAILY NEWS. So says Rowell. 


OU can run a local illustrated pa 
PROFIT. Will tell you how. phe PORTAL AL 
WEEKLIES COMPANY, a. T. 


YPE Measures, nonpareil and agate, by 
mail to any address on receipt of three 
2c.stamps. Address GEO. P. ROWELL & CO., 
New York. 


HE OTTUMWA WEEKLY PRESS, in the 
American Newspaper Directory for 1891, 
is accorded the largest circulation of any pa- 
per in Wapello County, Iowa. 


HE OXFORD WEEKLY TRIBUNE, in the 

American Newspaper Directory for 1991, 
is accorded the harnest circulation of any 
paper in Benton County, Indiana. 


EDICAL BRIEF (St. Louis) has the largest 

circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies each issue. 


HE MALONE WEEKLY FARMER, in the 
American Newspaper Directory for 1891, 
is accorded the largest circulation of any 


and 


) 
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age book free. 
St., Washing- 


2 West Sd St., 


paper in Franklin County, New York, 
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V ORLD’S FAIR.—Information obtained 
for manufacturers and firms intendin, 

to exhibit. Address “ L. A. C.,” 45 Randolp 

Street. Reference, Ist Nat’ ‘1 Bank, Chicago. 


HE FREEPORT DEUTSCHER ANZEI- 

GER, in the American Newspaper Direc- 
tory for 1891, is accorded the largest circula- 
tion of any paper in Stephenson County, IL 


HE GRANVILLE WEEKLY SENTINEL, 
in the American Newspaper Directory 
for 1891, is accorded the largest circulation of 
any paper in Washington County, New York. 


APER DEALEKS.—M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used by printe rsand publishers, at low- 
est prices, Full line quality of PRINTERS’ Lyk, 


IE DOYLESTOWN WEEKLY INTELLI- 

GENCER, in the American Newspaper 
Directory for 1891, is accorded the largest cir- 
culation of any paper in Bucks County, Penun- 
sylvania. 


HE LITTLE ROCK WEEKLY ARKANSAS 

GAZETTE, in the American Newspaper 
Directory for 1891, is accorded the largest cir- 
culation of any local paper in Pulaski Coun- 
ty, Arkansas. 


TPNHE ST. LOUIS GROCER (Weekly), pub- 

lished in St. Louis, has, according to the 
American Newspaper Directory for 1891, the 
largest circulation accorded to any grocers’ 
paper published. 


HE BUTTE CITY y SEMI- WEEKLY IN- 

TER-MOUNTAIN, in the American News- 
yaper Directory for 1591, is accorded the 
argest circulation of any paper in Silver 
Bow County, Montana. 


HE PHONOGRAPHIC MAGAZINE (Month- 

ly), published in Cincinnati, has, accord 
ing to the American Newspaper Directory 
for 1891, the largest circulation accorded to 
any educational paper in Ohio. 


HHRISTIAN ADVOCATE, New York, is 

/ among the 161 newspapers to which the 
new edition of American owapenes Direc- 
tory for 1891 accords a regular circulation of 
more than 50,000 copies each issue. 


A TWO-LINE NOTICE in Prixters’ Inx, 
under heading of Special Notices, can 
be inserted every week for a whole year for 
$31.0; 3 lines will cost yng] 4 lines, $62.4; 
5 lines, $78.00; 6 lines, $93.60; 7 lines, $109.20: 
8 lines, $124.90. 


HE SVENSKA AMERIKANSKA POSTEN 

(Weekly), published in Minneapolis, has, 
according to the American Newspaper Direc- 
tory for 1891, the largest proved circulation 
accorded to any Swedish paper in Minnesota. 
Circulation, Ei sR. 


NE PRICE of the American Newspaper 

Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid sub- 
scription to Printers’ Ink for one year. Ad 
dress: GEO. P. ROWELL & CO., Publishers, 
No, 10 Spruce St., New York. 


i ig EVENING ITEM, Philadelphia, Pa., 
is one of the 32 newspapers to which the 
new edition of the American Newspaper Di- 

rectory for 1891 accords a regular circulation 
of more than 150,000 for each issue and one of 
the four DAILY papers exceeding 150,000. 


HE EYE OF THE NATION is upon those 
outside signs on the Herdic Phaetons in 
Washington, D.C. 116 of them 12ft. long, 
$150 pee month. Lump sum, and ven pay Se for 
vKE The only signs in town. 
- YY. EN, 9) Atlantic Building, Washington, 














HY have such writers as William I. 
Hayne, Clinton Scollard, Ella Wheeler 
Wilcox and Florence Courtenay Baylor writ- 
ten for THE NEWS SERIES? 
journals are elegantly printed and are read 
eons. of refinement, General office, 


HE KELLY SELF-ACTING WATER 
CLOSETS. Clean towlet rooms for printing 
offices. Norepairs. Last a life-time. Noise 
less water closets for private homes. Send for 
catalogue. THOS. KELLY & BROS8., Plumbers 
and Inventors, 7) Jackson St., Chicago, Ll. 


YOLLEGES, SCHOOLS and SUMMER RE 
/ SORTS reach the well-to-do public of the 
Southwest effectually and economic viv a 
advertising in the New Orleans PICAYUNE. 
Sample copies and advertising rates fur 
nished on application. ‘Address P PICAY t 
New Orleans. 


W HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
Printers’ Ink. Address: GEO. P. KOWELL' 
& CO., Newspaper Advertising Agents, No. 10 
Spruce St., New York. 


N CAREFULLY ascertaining what his ad- 

vertising costs him, W. Atlee Burpee, the 
well-known seedsman of Philadel yhia, shows 
that out of 48 papers and magazines 45 cost 
him more than the New York Weekly Wit 
ness. For fuller particulars see pages i922 
and 1923 American Newspaper Directory. 


CoCo, of New New York.—Geo. P. Rowell & 





Co, of New York in their new BOOK FOR 

VERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
throughout the whole country. For Cortland 
the RS ver accorded this distinction is the 
JOURNAL. 


ENVER, Colorado.—Geo. P. Rowell & Co. 
of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of population or trade 
the paper os the whole country. For Denver 
scorded this distinction is the 

DEN rE "REPUBL ICAN 


LASS PAPERS. Trade Papers. Complete 

lists of all devoted to any of the various 
trades, professions, societies, ete., may be 
found in Geo. P. Rowell & Co’s “ Book for 
Advertisers,” which is sent by mail to any 
address on OWL of one dollar. Apply to 
GEO. P. RO co., Publishers, 10 
Spruce St., New York 


y ONEY ?—There are a greater number of 

insurance, banking and other monied 
institutions to the square inch in the « 
Hartford than in any other city in the world. 
Financial advertising is a conspic uous feat 
ure in the columns of the ES, the undis 
yuted leading newspaper of Connecticut. 
Sample copy tells; rates also. 


iy -y Newspaper: ers printed in for- 
eign languages. Complete lists of Ger 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers in the United States, 
or all those printed in any language other 
than English, may be found in Geo. P. 
Rowell & Co’s “ Book for Advertisers,” which 
is sent by mail to anv address for one dollar. 
Apply to ae. P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 


HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min 
eral region of Alabama. Average daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jelleume County, in which 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 


HIS PAPER does not insert any adver- 

tisement as reading matter. Everythin 
that does appear as venting matter is insertec 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 50 cents a line each 
issue for two lines or more. Until further no 
tice the following discounts will be allowed 
for continued advertisements: | month, 10 per 
cent; 3 months, 20 per genes 6 months, 3) per 
cent; 1 year, 40 per cen’ 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pustisuers. 
Office : No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line. 
Advertisers are recommended to furnish new 
copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 


Until further notice the following discounts 
will be allowed for continued advertisements : 


S$ month.....rccccoce 1o per cent. 

Oi ss 0 00s co0e = 
- Coccccecees jo * " 

Pit wrscsos . 40 2 


JOHN IRVING ROMER, EDITOR. 





“NEW YORK, JULY 1, 1891. 





A JouRNAL of high standing among 
literary people thinks that some sug- 
gestions relative to book advertising 
which recently appeared in these 
columns are sensible, but that publish- 
ers are a conservative class and authors 
would scarcely approve of having their 
works announced in any such sensa- 
tional manner as ‘‘Good Morning! 
Have you read ‘ Pax Vobiscum’?” or 
““You buy the book—Howells does the 
rest!” Such an opinion indicates the 
mistaken idea of advertising which pre- 
vails among a majority of people not 
immediately connected with the busi- 
ness. 

Sensational methods have been used 
so much by advertisers that the public 
has come to regard advertising as 
closely allied with sensation, if not in- 
separable from it. But in what may 
be termed the new schcol of advertis- 
ing the art of making temperate, reason- 
able advertisements is most carefully 
studied. Books should certainly re- 
ceive this sort of treatment. 

In advertising, everything depends 
upon the class of people you wish to 
reach. In the opinion of some people 
the highest style of journalism is ex- 
emplified in the New York Word ; 
others prefer the Evening Post. Now 
if the Post were to advertise itself in 
the sensational ways that have proved 
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so successful in the Wor/d’s case, it 
would excite curiosity among the latter’s 
class of patronage; but when these 
people came to examine the paper they 
would find it wholly at variance with 
their tastes and the value of the adver- 
tising would end with the purchase of 
a single copy. Yet the Post could be 
advertised so as to interest people of 
more substantial and serious tastes, in 
which case the advertising would secure 
permanent customers. 

It is this idea of having in mind a 
definite class of people and then striv- 
ing to appeal directly to them that 
PRINTERS’ INK wishes to emphasize 
in speaking of book or any other 
special line of advertising. A flippant 
‘*‘ catchy” style which is perfectly 
proper in the case of Pears’ Soap or 
the Kodak Camera would be out of 
place when applied to books. But it zs 
proper and in good taste for a publisher 
to give some idea of the character of a 
book. This can be done not merely 
in the case of scientific or philosophical 
works, but in fiction as well. The name 
of a novel ordinarily conveys no idea 
of its scope; and the matter which 
the publisher uses in advertising it is 
equally indefinite. The reader is in- 
formed that the story is ‘* character- 
istic,” ‘‘ unhackneyed,” ‘‘ as refreshing 
as a cool wayside spring on a dusty 
highway” — in fact, he may wade 
through a large vocabulary of stock 
phrases without getting any idea 
whether or not the book appeals to 
his individual tastes. But can this be 
indicated in an advertisement? It 
would, of course, be as undesirable as 
it would be impracticable to attempt to 
outline the plot. Icis said to be im- 
possible to talk clearly unless one 
thinks clearly, and so perhaps an ex- 
ample of what is intended will best 
indicate the meaning, The following 
is an advertisement of ‘‘ Felicia,” a 
new book by Fanny N. D. Murfree, 
published by Houghton, Mifflin & Co.: 

Miss Murfree’s novel, while appearing serially 
in the Atlantic Month/y, attracted an unusual 
degree of attention. Not a few who began read- 
ing it from curiosity to see if it were like the 
stories of her sister, ‘‘ Charles Egbert Crad- 
dock,” became so interested that they forgot to 
make any comparison. Miss Murfree has, in- 
deed, succeeded admirably in a novel somewhat 
out of the beaten track. It deals much more 
with: perplexing -conditions in married life than 
with those bewildering but exhilarating condi- 


tions which usually precede marriage. She reads 
and depicts character skillfully, she describes 
scenes vividly, and her touch is at once so firm 
and light that the reader is charmed. - Her novel 
may well be one of the most popular, as it is 
one of the best, that the season wit | 


bring. 
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This will be recognized by any one 
who has read the book to be a fair, 
temperate description, While the es- 
sential points are not neglected, the 
fact is brought out that the book is not 
a mere love story, and that its theme is 
rather the altered conditions of married 
life. Thus by a touch it is differenti- 
ated from a hundred others. Of course, 
this treatment of an advertisement may 
be carried on indefinitely. 

Book advertisements may also be 
made more effective by giving them a 
graceful typographical setting. ‘The 
example cited by the Critic—the bul- 
letin of new books in the Adantic 
Monthly—is certainly one of the best 
from this standpoint. In the case of 
the advertisement quoted above, a head 
and tail-piece and initial letter by that 
able artist, Louis J. Rhead, add much 
to its attractiveness. As a rule the 
people who read the best books have 
cultivated artistic perceptions, and will 
appreciate art even in advertising. 

THE REVIEWER. 

Every well-conducted paper nowa- 
days has its ‘‘ literary department”’ in 
which current periodicals and recent 
books are noticed. I have, on occa- 
sion, enjoyed a ramble among these 
columns of criticism much in the way 
that a bibliophile enjoys poking his 
nose around amoug the book stalls. 
But I have rarely returned from such 
an expedition without having my chol- 
er raised by the cool presumption with 
which these lofty censors ignore that 
most absorbing feature of modern pub- 
lications—the advertising pages. What 
absurdity to devote line upon line (the 
market value running as high as $3 
per line) to analyzing the frivolities of 
love-stories, while the more serious lit- 
erature of the advertiser is passed in 
silence! But despite this petty log- 
rolling on the part of the critics, my 
good friends, the advertisers, are get- 
ting credit from the public in proportion 
to their genius. Although I must con- 
fess there has not been much complaint 
from advertisers on account of this 
neglect—for as every newspaper pub- 
lisher knows, they are a meek ‘and long- 
suffering lot — justice should be dore 
them. This The Reviewer will attempt 
to do by conducting on the Semi-otca- 
sional plan a department from which 
the “lights of literature” shall be barred 
and advertisements alone be considered 
worthy subjects of notice, 
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1 wonder if any one has remarked 
the prevalence of children in advertise- 
ments ¢ Baby faces peep out at one 
from all sorts of environments. Soap 
makers and root beer concocters vie 
with the baby food makers in the use 
of children s faces. I note that even a 


cure for deafness is advertised by a 


little toddler with a trumpet in ‘his 
hand. In the June Century no less 
than sixteen advertisers present pic- 
tures of children. As for myself, I like 
the practice. Every one has a tender 
spot for the children and likes to look at 
their pretty, innocent faces, Adver- 
tisers show considerable knowledge of 
human nature by approaching the pub- 
lic from this side. 


* 4 
The announcements of the Zadi 
Tfome Journal continue pretty much in 





the same groove, but they are always 
showy and eminently readable. I be- 
lieve they are the work of Mr. Curtis 
himself, and he certainly has no reason 
to feel ashamed of his handiwork. The 
stylish gowns which usually appear in 
these advertisements rivet the attention 
of the very class they are intended to 
reach—women. (I beg the Journal’ 
‘ladies’ pardon!) By the way, what 
a pity that a paper with such a sensible 
name as Woman could not survive ! 
* 


x * 

Speaking of style, the 
young lady represented 
herewith seems to be a 
fearful example. She 
may be all right among 
the Four Hundred, but 
when she condescends to 
grace a *‘ patent fnger- 
tipped silk glove ” adver- 
tisement she is apt to 
strike a plain man of let- 
ters in the light of a de- 
' formity. 








pi} *s ' 
S|} The Cuticura people 
flit i are dis guis] ed for the 
Kk i: good cuts fer prir ting 
seus which they use. The 


nude figure of a child 
regarding itself in a hand-glass is an 
admirable specimen of outline drawing. 





* 

Ilenry C. Squires’ half-magazine- 
page is not altogether bad, but presents 
that peculiarly unreadable appearance 
for which unleaded Elzevir type is re- 
markable. His ‘‘ Wonderful Cata- 
logue,” however, is all that is claimed 


for it, and is a novelty that ought to 


met 
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interest other advertisers. Instead of 
giving it away he sells it at 50 cents, in- 
closing a coupon good for that amount 
on the first purchase of $5 or more. 
The catalogue is expensively gotten up 
and includes articles on sporting mat- 
ters by well-known writers. 


* * 

After The Reviewer had exhausted 
the wealth of literature and art con- 
tained in the advertising pages of the 
June Century, and was idly turning 
over the calendered pages, his eye was 
caught by Ernest L. Major’s drowsy 
portrait of ‘‘ Springtime,” the winner 
of the Hallgarten prize. What an op- 
portunity for Mr. Hood! A delicately 
toned lithograph of this subject, with 
the legend: ‘' For that tired feeling, 
take Hood's Sarsaparilla,” ought to do 
more than “‘ attract attention.” 


++ 


HOW ‘‘ SUCKERS ” ARE CAUGHT. 


A writer in the Boston //eradd re- 
lates the following conversation with a 
business man who describes himself as 
** fairly successful” : 

‘“*T am a dealer in old letters, and 
am now on my way home with a check 
for $250 in my pocket which is all vel- 
vet. This check I received for the 
use, for one month, of 10,000 letters, 
of which I am the owner.” 

Producing the check, signed by a 
Western firm which advertises largely 
what is known as medical specialties, 
to show that he was in earnest, also a 
telegram, dated a day or two previous 
from a New York man, well known 
through the medium of the newspa- 
pers, which offered $850 for a batch, 
to be forwarded, the dealer continued : 
‘*Are you interested? If so, I will 
bring in my samples and show you 
what I mean.” 

Excusing himself, he went to his 
berth in the sleeper and soon returned 
with his traveling bag, previous to 
opening which he said: ‘* You, in the 
course of your life, have written in re- 
ply to some advertisement, asking in- 
formation in regard to the article ad- 
vertised, or sent a request for a sample 
to be forwarded, and enclosed the 
necessary price, otherwise you have 
been different from most persons. 

‘* But there are advertisers and ad- 
vertisers, as there are also people who 
are able to distinguish between the 
straight and snide variety. Now I, 
with only two competitors worth con- 
sidering in this country, have a direct 
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communication with one or two classes 
of these advertisers. In fact, [ acdver- 
tise largely myself in what we call the 
catch style, offering to give assortments 
of useful articles for small sums of 
money. 

“*'The letters received in answer to 
such advertisements have a distinct 
market value among parties who deal 
in novelties. They are better in every 
way than lists made up from directories, 
representing, as they do, interested 
parties, or, in other words, persons 
who, attracted by the catchy wording 
of advertisements, will be still more 
liable to bite after reading leng*hy cir- 
culars with arguments as to why they 
should purchase. 

** For these letters I pay at the rate 
of from $30 to $50 per thousand, and 
thus become the sole proprietor of 
them. 

‘*I have my customers, to whom I 
rent them at the uniform price of $50 
per thousand for the first month’s use. 
They find them very valuable in send- 
ing out their circulars, and on their re- 
turn these letters become a part of my 
stock in trade, being re-let at con- 
stantly decreasing prices, according to 
the number of parties through whose 
hands they have passed, until they re- 
main marketable for many years at so 
low a figure as $3 per thousand for 30 
days’ use. 

** Letters which are received in reply 
to such advertisements as so recently 
appeared in many of the Western pa- 
pers, offering to send a full set of par- 
lor furniture, nicely upholstered in 
plush, for $1, or proposing to give 
away, free of charge, washing machines 
worth $2, to every one who would send 
for them, are of considerable more 
value. 

**The parlor set, as you have prob- 
ably seen it explained, was a toy affair 
made of lead, with bits of plush stuck 
on the seats of the chairs and sofas, yet 
hundreds upon hundreds were sent to 
different parts of the country. 

““The method of the advertiser of 
free washing machines, after receiving 
letters, was to send circulars in return, 
informing the parties who wrote that 
all of the free samples were gone, but 
in order to somewhat lessen the natural 
disappointment caused by answering 
an advertisement, which had been in 
longer than intended, also at being too 
late to participate in its offer, yet there 
were a few on hand which would be 
disposed of at cost price. Numbers of 
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these were sold from this style of doing 
business, and beside that, the letters 
were good marketable property. 

*““Of a kin with these are 


vertisements as the following : 


such ad- 


with small 


WANTED.—1,000 young men 
capital can make a big thing at home or 
abroad; business new, easy and honorable ; 
certain profit Apply, enclosing stamp, to 
Box Troy, N. Y., for information. 


““This chap sells receipts, and his 


circular, sent to those who answer the 

advertisement, assures the recipient 

that he can become wealthy in a short 

time by manufacturing any of the ar- 
ticles named. 

** The ‘ greenies’ send their money 

g les ni € none} 

and get in return something which they 


might themselves have copied from 


some of the many receipt books as well 


as the advertiser. 


_ Now, said the dealer in old let- 
ters, ‘‘ the people that write and send 
money in answer to su advertise- 
ments are what we in our business call 
‘suckers,’ and there is an old but very 
true saying in vogue among us, that a 
new one is born every minute. This 


you will believe when I show 
of the samples which are among the 
most valuable of my collection. 

**1T buy the just as they 
received by the advertisers, and after- 
ward sort them into their different va- 
In my office in Boston I have 
about 200,000 that were received by 


you some 


letters are 


rieties. 


and in which sums 
to 


one party in a year, 


of money, varying from ten cents 


address cards 





five dollars, were sent for 
of various kinds. 

**But here is what I call my high- 
priced stock, and of which I have a 
very large quantity. Here is a letter 


Irom a man in the country 

Dr , Enclosed please find my check for 
$250 for your treatment, and please send back 
my note 

Also this 

, | am oblige to ask you to hold up 
Here ils on account of my not of 
125 for your treetments. Will pay ballunce shure 

‘*T have got a number of hundred 
such as these, which we 


Dr 


nr ] 
on me, 


is go de 


thousand of 
call ‘ the blooming sucker variety,’ and 
for which I pay as high as $75 to $100 
per thousand. These I let to my med- 
ical customers for, say, $125 per thou- 
sand the first thirty days, reducing the 
price afterward. You are 
selected, and I write with ink in large 


see these 


figures upon them the amount the 
writer was foolish enough to part with, 
so that my customers can see at a 


glance the quality of the writer without 
being obliged to read the whole letter,” 
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To the remark that it could hardly 


be expected that a man would get 
caught more than once in the same 
way, the dealer burst into a laugh. 


‘**Did you ever go fishing more than 
once to a pond where you had spent a 


whole day trying to get a bite?” he 
**Oh, no, you always go where 
you have been able to fill your basket 
before, and it is just the same in fish- 
ing for men. 

“WW hy, my dear boy, some of these 
medical practitioners in special 
eases will not sell their letters for love 
or money. Why? Because after they 
have worked the fools under one name 
for all the money they can get out of 


Said, 


dis- 


them, the doctors then address a letter 
to the innocents under another name, 
saying they have learned that he (the 


patient) had been under the treatment 
of those unmitigated quacks, giving 
his former name, and telling why they 
condoled with him for such a misfor- 
tune, and wishing that he could have 


come under their treatment, which 
could but prove successful. Nine 
times out of ten they catch the gud- 
geon, not only the second, but even 


the third time.’ 


AN IDEAL HOME 
FOR SALE. 


The Chance of a Lifetime to buy the 
well-known 
ESTABROOK RESIDENCE, 
Corner of Grove and Forest Streets, Mi!ford 
This 
property 
needs no elab- 
orate description 
It is one of the finest 
in this section, At least 
$12,000 have been laid out on 


this estate. ,——— , The house 
is surround- | | | ed by a beau- 
tiful lawn, —__— bounded by 
hammered gran | | | ite curbing and 





traversed by broad ' — ‘conerete walks. 
Large rock maple shade trees abound. ‘I he 
house has parlor, sitting room, dining room, ii- 
brary ,———, and kitchen on the first floor 
and | | fourlarge chambersonsecond. 





Town | water on both , —— oors. 
rhe property is in | 1 | splen- 
didre- pair,newly pa- ; — pered, 
paint- ed, etc., and | | is not 
excel- led forconven- ' —— ' ience, 
or for comfort, The stable is, prob 
ably, one of the finest in town, cost- 


ing over $1,200. Complete laundry attached. 
Cellar is perfect, spacious and concreted. 
Pears and grapes among the fruits. 


Sole reason for selling, the owner’s early re- 
mova! from Milford. A satisfactory purchas 
er will get a remarkable baryain. A large 
portion to remain on mortgage if desire d, 

Apply to 
Mrs. M. A. WATERHOUSE, 
On the premises, 
Milford, April 22, 1891, 








Correspondence, 


“A LONG AGO OBSOLETE IDEA.” 


FARMERS’ Home JOURNAL, t 
LoutsviLte, Ky., June 10, 1891. 
Editor of Printers’ Ink: 

Printers’ Ink is read very largely and 
doubtless very carefully by advertisers of the 
United States. Consequently its utterances, 
either editorially or from correspondents, are 
calculated to make impressions on the great 
army of advertisers that is hardly possible 
through any other medium, Especially should 
the general advertising agent be careful in ex- 
pressing himself in these columns, because he 
ts the recognized and trusted confidential agent 
of the advertiser, and as such his opinions pre- 
sumably have great weight with their principals. 

‘hese reflections are suggested by an article 
in Printers’ Ink of June 3d, from Mr. T. E. 
Hanbury, an advertising agent of Georgia 
headed “A crying Evil is now to be Remedied.’ 
The “ crying evil’’ complained of is that some 
newspapers give rates to advertisers ‘ with 
agents’ commissions off.” Mr. Hanbury prob- 
ably has just cause for individual complaint at 
an individual newspaper, in which, however, 
the public is not concerned. I think Mr, Han- 
bury’s article, coming through the medium it 
does, is calculated to produce a wrong impres- 
sion as to the relationship between the general 
adv ertising 2 agent, the newspaper and the ad- 
vertiser. He seems to be still holding on to the 
long ago obsolete idea that the advertising 
agent is the agent of the newspaper. None of 
the older and larger agencies make such claim 
for themselves. No general advertising agent 
can do it consistently. 

I allow the adv ertising agent a discount and 
try to protect him in it, but I do not do it on 
the idea that he is in any sense my agent ; but 
he is in the nature of a wholesale purc haser of 
space, and as such is entitled to wholesale 
prices. The general advertising agent is no 
more the agent of the newspaper than the 
country merchant is the agent of the wholesale 
dealer. It is the duty of the wholesale dealer 
to protect his jobber customer in prices and to 
sell to him at a discount from prices quoted the 
consumer. Just so, it is the duty of the news- 
paper to protect the advertising agent. But the 
discount is allowed in neither case as a salary 
or commission, but rather because in both cases 
the purchases are made in large quantities and 
we can afford a cheaper rate. The reduction 
in price made by most newspapers for clubs of 
subscribers is on the same principle. 

But there is another reason -_ the adver- 
tising agents should receive a commission or 
other substantial recognition at the hands of 
the newspapers, and that is they are a very 
valuable and important factor in increasing the 
number of advertisers and the volume of adver- 
tising. Hundreds of new advertisers and thou- 
sands of dollars are added to advertising appro- 
priations by the industry of the general adver- 
tising agents. The newspapers, of course, are 
benefited by this. Hence the importance of 
cultivating the advertising agent, and giving 
him legitimate encouragement, and the folly of 
joining in the wholesale, unreasonable and un- 
reasoning abuse of the agent, as is sometimes 
heard in a State press association, as if he were 
the natural and sworn enemy of the newspaper. 

But on the other hand there are large adver- 
tisers who by reason of the magnitude of their 
advertising purchases, and of their facilities for 
attending to it without the intervention of an 
agent, are entitled to and should receive the 
benefit of the wholesale discount. Under my 
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view of the relationship between the agent and 
the newspaper, the former has no right to com- 
plain at this course. The Farmers’ Home 
Journal has a number of large customers with 
whom we have been doing business direct for 
many years. We would not like to have them 
change. We would as soon have their orders 
direct as through any agent in the land. We 
will give them as low rate as we would give to 
the agent. But considering them as wholesale 
purchasers, we certainly do no violence to the 
rights of agents. We are quite sure that no 
adv ertising agent has ever had any such com- 
laint against the Karmers’ /iome Journal as 
fr. Hanbury makes against his Southern 
per, but under (what we think) Mr. Han- 
Pury" s misapprehension of the true relationship 
between the adv: ertising agent and the news- 
paper he makes his strictures broad enough to 
cover any newspaper who receives an advertise- 
ment direct at net rates, no matter how large 
nor how old the customer. 
M. W. Neat, Manager. 
- +o - 
COMMON SENSE IN ADVERTISING A 
BOOK. 
From the Critic. 

There is a good deal of common sense in a 
little article in Prinrers’ Ink, by John Irving 
Romer, on ** Book Advertising.”” Mr. Romer 
argues that books are badly advertised, where- 
as they should be better advertised than any 
other articles offered the public. “ A book 
advertisement,’ says Mr. Romer, “ ought to 
aim to interest the reader in the subject-matter 
of the book,” all of which is perfectly true. 
His suggestion for bringing about a better 
state of things is to have the author take ** as 
close an interest in the preparation of his ad- 
vertisements—for the purpose of raising their 
standard to the highest point—as he now does 
in the preparation of the —- his book 
or even the book itself.’ hardly think that 
I would like to know that Mr. Howells had 
taken to puffing his own novels or that Mr. 
Lowell was writing laudatory notices of his 
own poems. I have known instances of au- 
thors doing this sort of thing, and no pub- 
lisher or paid advertising agent would be ca- 
pable of reeling off such fulsome praise of 
their own work as they did. I do think, how- 
ever, that an author of a scientific or philo- 
sophical work might give a better synopsis 
of the contents of his book than the ordinary 

“adv ertising man. 

There is much to be learned yet in the man- 
ner of advertising books, no doubt. The best 
advertising of this sort that I can think of at 
this writing is in the Atlantic Monthly's 
bulletin of Houghton, Mifflin & Co's books. 
There you get a concise and temperate synop- 
sis of the contents of the book and printed in 
such dignified type that you cannot fail to be 
impressed with the importance of the work 
under consideration. Publishers as a rule are 
conservative. They do not think that books 
should be advertised in such sensational ways, 
for a le, as are patent soaps, and they are 
right. i. say, would Professor Drum- 
mond feel should he take up a paper and read 
in boldest type: “ Goop oceans? Have 
you READ ‘Pax Vosiscum’?” Or what 
would be the sensations of Mr. Howells on 
seeing a placard bearing the legend : _"- 

AZARD OF New Fortunes!’ You suy 
THE BOOK—HOowWELLS DOES THE REST!” 


“ 











AN INFLUENTIAL PERSONAGE. 
From the St. Louis Republic. 
The advertising manager of Wanamaker's 
store can bulldoze, browbeat and intimidate 
the boldest editor in town. 
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THE INTELLIGENT 
QLASS SIF 
ADVERTISERS 


who appreciate a good thing 
when they see it we wish to 
reiterate the statement that 
very favorable inducements 
can be offered for special work 
running through 

JNILY 

Nil | 
ANGUST ‘AR 
SePTEMBER 


For Catalogue and Particulars 
Address 
A. N. KELLOGG NEWSPAPER COMPANY, 
368 & 370 DEARBORN STREET, CHICAGO. 


TRIBUNE BuiLpING, New York. 
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Worth the. Money.—*“‘ Jim got two 
hundred dollars from a soap concern for an ad- 
vertising scheme.” 

** What was it? 

“* They employ a hundred dirty tramps to go 
about the country telling people that their 
condition is due to their not having used 
Blank’s soap.”’—Brooklyn Life. 


A Natural Error.—Mr. Gotham (an- 
grily): What do you mean, sir, by saying in 
your paper that while at Albany I spent my 
time among the saloons? 

Editor— dear sir, that was a printer's 
mistake, What I wrote was that you spent 
your = among the solons, meaning, of 
course, the members of the State Legislature. 

Mr. Gotham—Huh! That was a strange 
mistake for a printer to make. 

Editor—Well, you see, sir, the printer used 
to live in Albany, and—er—I suppose it comes 
sort o’ natural to him to get such words as 
solons and and | saloons 1 mixed up.—Zx. 

Portraice Mate | to order from 


BEATTY 


$1.01 


” 








Organs $35 up. Catalogue FREE 
Dan’! F. Beatty, Wash’ ton, N. J. 





tng 


made. Send io 
RESS ASSOCIAT’N, Columbus, 0. 











| Why not at Coronado 
Beach, California? Coro- 
nado has the coolest sum- 

| mers in America. Write 

oronado for particulars. 


A N DPD 


Companies, Boards of Trade, 
Chambers of Commerce, Commercial Clubs, 
individuals, who desire to secure immigra- 
tion, manufacturing, capital, or having land 
for sale and who may wish to advertise at a 
moderate cost, in a most profitable section, 
will do well to correspond with me. 


B. L. CRANS, 10 Spruce St., New York. 


OLUMBIAN CY- 
CLOPEDIA. 

32 Vols.; 7,000 illustrations; 
26,000° pages; $25.00. 
BEST to use, BEST to sell, BEST 
for premiums. CoLUMBIAN PUBLisi- 

ING Co., 393 Pearl St., New Y ork. 


Dodd’ s Aéverisize Aeeocy Boston, 
Send for Estimate. 


CAREFUL SERVICE. 


Low ESTIMATES. 8 - 
PRESSWORK. 
Large Runs Solicited. 
Facilities 300 Reams Daily. 


GIBB BROS. & MORAN, 


PRINTERS, 
45-51 Rose Street, 



































New York. 





COMPOSITION—ELECTROTYPING—BINDING. 
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‘Illustrations for Advertisers. 


Do you want novel, catchy, original illus 
| trations adapted to your business? Prelim- 
inary sketches sent for inspection, We. Ar- 
tistic work guaranteed. 

. W. ROGERS, 1286 BROADWAY, N.Y. 


First National Bank, 


Of CHILDRESS, Texas. 
43 a erry 





organizing. 
: alone Seat town in the famous Pan 
handle country. Only National Bank in the 
—. Stock par. Will guarantee 12 per 
vent. net first year. Address CITY NAT 
| 10 TONAL. BANK, Ww ichita Falls, Texas. 


| : BICYCLE 


"send pa Sew ‘ BW. GUMPREO. GUMPSCO. 








Save Money. 





AL 


Boys or Girls %-in Safety with rubber tires@ 13 2 
Boys’ 25-inch Safety, with rubber tires 
Gents’ 30-in. Safety, balls to b’gsand pedals, 3 as oe 


THE R. J. GUNNING CO., 


SIGN ADVERTISERS, 
297 Dearborn Street, Chicago, 


Will make your name or goods a household 
word all around the world. 


Signs Painted Anywhere on 
Earth. 
Before fixing up your 


AUSTRALIAN. Australian contracts for 


we xr like you to write to us for 

Ww arantee to save you money, 

A being on the “oy spot, we can do advertisin: 
cheaper any 0 her firm ata distance. All 
papers are filed at our bureau, and every appear- 

ance is checked A a system unparalleled or ac- 
curacy. On application we will prepare any 
scheme of advertising desired, and by return 


We desire it to be 
we are the Leading Advertising 











mail will send our estimate. 
understood that 


“irn in the Southern Hemisphere. Established 
over @ quarter of a century. 


CO.,, 369 to 373 George St., 


F. T. WIMBLE & 
, Sydney, Australia. 


Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of 
waw. Send ten cents 
(stamps) for partic 
ulars to 


W. C. Sprague, L.L.B. 
312 Whitney Block, 
_ Detroit, Mic 








CANADA —If you intend advertising in 
« Canada it will be of interest to 
know that we handle more business with 
Canadian nowmgpee than any other Agency 
in existence. e control the Canadian ac 

vertising of many of the largest and shrewd 
est advertisers in the world, Pears’ Seap, 
for instance. Our efforts are devoted to Can 
ada alone, and an intimate knowledge of the 
uliarities of the Canadian press, gained 





»y many years of experience, enables us to 

render the best possible service. We simply 

ask you to communicate with us before plac 

ing your orders. A, KIM & CO.,, 
| Montreal, Canada. 
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HOW’S THIS?’ 


Keliable agate measure, letter opener, leaf 
cutter. Made of Aluminum, the wonderful 
new metal. Light as wood. Strong as steel. 
Cleaner than silver. Will not tarnish or cor 
rode. Six inches long, Just right for vest 
pocket. Ele ‘ant for desk or library. You 
want one? 2 cents, please. Stamps will do. 
kK. s. TH AIN, 161 








a Salle St., Chicage. 













{F YOU SELL ANYTHING OF VALUE 
to intelligent men who make money, 
advertise in the 


. 
National Reporter System 
(St. Paul, Minn.) 30,000 weekly (Magazines). 
See Rowell’s Directory & preferred lists. 
Largest Law circulation in the world. 
Each copy used 17 weeks (average). 
They furnish authorities, so must be read. 


S. C. WILLIAMS, Mgr., 42 Tribune Bg., N.Y. 





ILLUSTRATED 


ADVERTISING BOOKS. 


Original drawings, graphic writing, 


tasty 
thing complete—to fit 
My new book 
gives full details. Sent 


printing—the whole 
any business or specialty. 

‘Ideal Advertising,’ 
on receipt of 10c. 


A. L. TEELE, 


ADVERTISING SPECIALIST, 


No. 55 West 33rd Street, New Vorx. 


If you are thinking 


OF ADVERTISING 
IN ENGLAND 


we shall be pleased to correspond, to quote 
or to advise. We already act for numbers of 
leading American firms. Shall we hear from 


“ SMITH’S 
Advertising Agency, 


132 Fleet St., E. C., London, 
ENGLAND. 
**Successfal Advertisin 


is the best guide to British advertising. 
prepaid for 50 Cents. 


*? (1ith Edition 
Sent 


wrt CONDUCT A 


Zoele WEWSPAPER 
ADVERTISING 


ACENCY. 
VE _give to all customers, Lowest Prices, 
Prompt Transactions, Judicious Selec- 
tions, Conspicuous Positions, Experienced 
Assistance, Unbiased Opinions and Confiden- 
tial Service. 
ADVERTISEMENTS Desi SIGNED, D, PROOFS SHOWN AND 
ESTIMATES OF CosT IN ANY NEWSPAPER 
FURNISHED FREE or CHARGE. 


J. L. STACK & CO., 
Newspaper Advertising Agents, “hiss” 


4. &. STACK, Cc. €, Gurs. 


BUSINESS MUSIC 


t fore peome ‘rs to march by. 
wM. ITT, Advertising Writer 
| aft Market St., Philadel hia. 


[CT 


KE AY a 





A 
OVERMAN WHEEL CO., MAKERS, 
CHICOPEE FALLS, MASS. 
BOSTON WASHINGTON. DENVER SAN FRANCISCO, 


A. G. SPALDING & BROS., Special Agents, 


hicago, New York and Philadelphia, 





EACHES a Million 


Prosperous Homes 


a Quarter of 


Each Issue. 





GIVES Large Returns to All 
Advertisements 
Appealing to 
Well-to-do | 





GUARANTEES an average circulation 
Of over 250,000 


opies Per 


t Issue 


Space from the agencies, or of 


S. H. MOORE & CO., Publishers, 


27 Park Ptace, New York, 








WOOD ENGRAY":. Panne 








ae found, make a note of.”—Captain | 
Cu | 
The right men in the right place are 


C. MITCHELL & CO., 


Of Lendon, England, 


(12 & 13 Red Lion Court, Fleet St., E. C.) 
Advertising Contractors of W years’ standing. 

THE MANUFACTURER who travels 
should note the address. A half hour’s chat 
about English, Continental a Colonial ad 
vertising with a member of this firm is 
worth a whole year of correspondence. 

TH N ACTU ER who can- 
not find time to travel should write to C. M. ¢ 
Their extensive American clientele and a 
acquaintance with English advertising en- 
ables them to arrive at an understanding 
more promptly than any other heuse in 
London. 

ADVERTISING AGENT who 
studies his clients’ interests (and his own) 
should consult C. M. C. when he has orders to 
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place any advertising in Great Britain. They 
ore practical, reliable, energetic and econom- 
ical. 

Testimonials from oye American firms. 


Estimates and specime MS, pers free on ap 
lication. “T NEWSPAPER PRESS DI 
ECTORY,” forty -sixth annual issue now 


ready, price, by post to the United States, Sic. 
“The Standard ann J eS reference with re 
ard to the newspa; ress.” — London Times. 
ssides the well, wad ate Directory of the 
English press, the AUSTRALIAN, INDIAN 
and SOUTH AFRICAN Sections, contained in 
a Supplement of 144 pages, now form the 
completest advertising and commercial guide 
and gazetteer ever published in any country. 
The Continent of Europe is also consistently 
represented by the principal political and | 
class papers. 





A. Jd. DITMAN, 
DRUGGIST, 
Broadway and Barclay Street, 
New York, May 22nd, 1891. 
Messrs. Robert Bonner’s Sons, 

Gentlemen: The advertisement 
I have had running with you for the 
past six months has been quite a 
surprise to me concerning its direct | 
results. We have gotten large| 
orders from every section of the 
United States. 

They have been from an entire- 
ly different and much better class| 
of people than I had been led to} 
believe the New York Ledger 
reached. 

I considered very seriously 
long while before going into your| 
paper, but feel 
the investment, and shall rsseth som 
with you. Iam 

Truly yours, A. J. DITMAN. 

The advertisement referred to is 
that of Trigestia Tablets, for Dys- 
pepsia, Headache and Sour Stom-| 
ach, 


F | Our Catalogue 


amply repaid with | fully exp 





INK. 


WILL HAVE TO GO UP 





when Comfort gets its Three Quarter Million. 
And they won’t come down again. The 
“Stick” will be right there. They'll stay 
there—till they have to go up higher. 

It ll be in September ; 750,000 copies of Com- 
fort will carry your advertisement to millions 
—and they’re millions, too, who read adver 
tisements and act on them. 

Rates advance Oct. ist. They'll be worth 
it—but get your ad in now and it'll be worth 
just so much more. 

Space at the agencies or through our New 
| York office, 23 Park Row, T. Perkins, 
Manager, or of THE GANNETT & MORSE 
CONCERN, Publishers, Augusta, Maine. 


41,588,584 
Circulation 


In six months, July ist to Dec. 3ist, 1890, was 
given by our agency to the ig inch adver- 
tisements of 








Scott’s Emulsion 
of Cod Liver Oil 


in Home Print country weeklies. 
We believe an investigation would satisfy 
many advertisers that they could use the 
me Print weeklies to advantage. 


of this class of 
papers, Second 


| Edition for 1891, will be sent to any adver 
| tiser on eeetoaeen, and our method of work 
ained 





XN. W. . BRANCH, Home Insurance Bids, pod erg 
EASTERN BRANCH, 54 Beekman St., NEW YORK 











PRINTERS’ 


Do You 
Hunger 
FOR TRADE ? 


Every man in business does, but does 
not always know how to secure it. 
not think money ill spent that is put into 
Summer advertising. Shrewd advertis- 


ers do not relax their efforts during the 


Summer. Wise advertisers who use my by the 


State Combinations once use them at all 


times. 


Your 
Hunger 
APPEASED! 


You can appease your hunger by usir 


t! 


1ese State Combinations to inform the 


public 


what you have to sell. 


rhey 


cover every 


State 


ar 


id 


lerritory in the 





Union. 
of the Combinations at one*half pub- 


Prices quoted on one 


Advertisements inserted in any 


lishers’ rates. 


paper or one thousand, Send for circu- 


lar containing further particulars. 
Address 


Ss. E. LEITH, 
10 Spruce St., N. 


Nine Million 


Dollars’ worth more of United 
States goods were entered for 
home consumption in Canada 
during the last fiscal year than 
from any other country. 


Canadian Trade 


is a plum worth looking after and 
the tree is right at your door. Give 
it a shake and see the fruit drop 


Preferred 


Canadian Papers will secure the har 
vest for you and will cover Canada com 
pletely from coast to coast. Information as 
to Canadian trade, sample copies of papers, 
lists and rates from 


KOY V. SOMERVILLE, 


SPECIAL AGENT FOR UNITED STATCS ADVER 
TISING IN “ PREFERRED CANADIAN PAPERS,” 


105 Times Building, New York. 


INK. 


Ps u 
WRINTING 


Do} 


J INI KZ e 
\S 
WIND 
lof all grades and col manufactured 
> W.D. Wilson Printing Ink ¢ 
L’t’d, are guaranteed to be satisfact 
If the goods are not found as - 
sented, they may be returned at 
expense both ways. We endeavor to 
please our customers and are always 
willing to make good any imperfect 








| the year round. 


‘ 


if the f. 


GIVE US A TRIAL. 


in our goods, if advised 





Specimen book and price list sent on 
application. Addr 
/ 
PRINTING INK ¢ 


V 


140 William Strect, 
NEW YORK. 


ALLEN’S MILLION. 
The ONLY Million. 
The PROVED Million. 


Why do ALLEN’S LISTS carry almost as 
much advertising in the summer as in the 
winter? Because they give honest count all 
Because they include qual 
ity as well as quantity. Because their intel 
ligent advertisers reap profitable results 
every month in the year. 

An Unequalled Record. 
The cash orders for ads. in my 

June, 189, issues exceeded 

those in June, 1889, issues by.. 84,237 03 
The cash orders for ads. in my 

June, 1891, issues exceed those 








in June, 1889, issues by........ $8,620 10 
Net cash gain in two years, for 
SERB iiocs sevkanrdansncgeceenenses 88,620 10 


Bear in mind that in 1889 ALLEN’S LISTS 
distanced the field, but now they commence 
the summer with June $8,620.10 ahead. 
The Verdict of the Triumphant Two Hundred 

230 of America’s shrewdest advertisers will 
remain in ALLEN’S LISTS all summer. They 
are the triumphant two hundred among ad 
vertisers. Observe for yourself, and for the 
summer months you will find few of these 
advertisers in other general advertising me 
diums. Thus they give their verdict that 
ALLEN’S LISTS are the best general adver 
tising mediums in America. 


Is There a Lesson Here for You, Reader? 


Forms close the 18th of each month prior to 
the date of the periodicals. 


E. C. ALLEN, Proprietor of Allen’s Lists, 
AUGUSTA, MAINE. 














PRINTERS’ INK. 
‘“TEXAS—AN EMPIRE IN ITSELF.” 








Build Up Your BUSINESS By Advertising 


IN THE 


FORT WORTH 
AZETTE 


Daily, Sunday, Weekly, 
10,000 12,000 18,000 


LARGEST CIRCULATION 
Daily and Weekly, of any Newspaper in 
Texas, and 
THE LOWEST RATES. 


Do not allow yourself to drop into 
the fogy rut and think Summer 
advertising docsn’t pay. If you 
are now in that rut, the GAZETTE 
ean and will pull you out. Itis 

a@ well-known fact that money 

is laid aside Winters only 

to be spent in the Summer 
months. If you neglect to 

take advantage of this fact, 

some wide-awake adver- 

tiser will step in and cap- 
ture the persimmon, and 
when the thermometer 
records your business 
temperature, you will 
find to your sorrow 
that a more progress- 

ive acvertiser con- 
trols the trade,and 
then you'll get 
red-headed and 
talk about your 
luck,when real- 

ly it was the 
lack of ener. 

gy and push 

lost you the 

battle. 













Circutation : 





Fort Worth 


is ITS MOST 

IMPORTANT City, 
Being the Greatest R. R. 
Center (St. Louis excepted) 
in the South or Southwest. 
The wealth-power of printers’ 
ink has yet to be fathomed. 
Large fortunes have been made 
by newspaper advertising, and 
the opportunity is greater to-day 

























take a broad gauge. This object lesson tells more 
fully and quickly the commercial importance of Ft. 
Worth than can pen or tongue, and at once conveys to 
the mind an idea of the immense traffic that must fol- 
low the meeting of so many railroads at a given point. 


S. C. BECKWITH, Fersign Mivartichag, 


48 TRIBUNE BUILDING, 509 “THE ROOKERY,” 
NEW YORK. CHICAGO. 
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(rraos marx) 


(\ BUGGIES 
It Setts j neene: SS, a 


AS WELL AS ANYTHING ELSE! 


What ? . 
Why ddvertising 





SP wie eC Ah’ TIDR AS AQT ARES 
Ae SATURDAY BLADE 
S- mie —— ei Bi A a \ Tl fer alae) 
rHE CAICAGO LEDGER 





COrie 
350.000 wesc For THe Year 
Rates—BLADE, $1.00 agate line; LEDGER, 50 cts.; Both $1.25. 


* MID-SUMMER BUSINESS.’ 

June 27th issue of THe SaturDay BLADE contains more 
advertising than any other week in the year. You will find 
dozens of advertisers who are not NOW in any other paper. 


WILBER H. MURRAY MANUFACTURING CO., 
MURRAY $55.95 BUGGIES AND MURRAY 5.95 HARNESS. 


Cincinnati, O., June 6, 1891 
The Saturpay Brave, Chicago, Ill. : 

Gents—We take pleasure in being able to express our entire satisfaction 
from the advertising placed in the Bape. 

When we gave you our contract, we did so with the privilege of dis- 
continuing, if it did not pay ; as we have used up all of our space, and 
more too, proves conclusively we know a good thing when we see it. 

Will forward you more copy shortly, Yours respectfully, 

WILBER H. MURRAY, MANFG. CO. 
Per W. H. Murray, Pt. 


Apply for space to any agency cr to the publisher, 
W. B. BOYCE, 
116 & 118 DEARBORN ST., CHICAGO, ILL. 

















PRINTERS’ INK. 





** What fools these mortals >—Bee!'’ Omaha Bee !—Shakespeare. 


FORMS GOING TO PRESS 


in the office of the OMAHA BEE ought to contain your 
advertisement 


IF 


you want to reach MANY PEOPLE. 
se SS ae 
“ «= «Bees 


The paper completely covers the vast territory. If there 
is anybody out there you wish your advertisement to reach, 


place it in THE OMAHA BEE, and consider it done. 


A. FRANK RICHARDSON, 


13, 14 and 15 Tribune Building, 
NEW YORK. 


317 Chamber of Commerce, 
CHICAGO. 


























